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Title: An investigation of problem-solving support and relaxation motivations on e-WOM. 
 
Abstract  
As a consequence of greater computer mediated consumer to consumer communication 
within the firm's marketing communications there has been a growing need to understand 
these digital interactions more explicitly. That is, we still know little about the exact extrinsic 
and intrinsic motivation that drive e-WOM. The purpose of the paper is to better understand 
why members within community-based websites develop a need to exchange and/ or develop 
a social bond within the community. Questionnaire data was gathered from 147 members of 
an online beauty forum in Australia. The findings highlight that those members seeking 
problem-solving support in combination with elements of relaxation will be more inclined to 
exchange information with other community members and develop a social bonds within that 
community. Marketing managers can capitalise these findings by strengthening problem 
solving support systems and creating environments where community members can also 
relax and unwind to increase the exchange between members and also increase the social 
bonds within the community. 
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1. Introduction 
e-WOM (electronic word-of-mouth), is “any positive or negative statement made by 
potential, actual, or former customers about a product or company” (Hennig-Thurau, 
Gwinner, Walsh, & Gremler, 2004, p. 39), and has become one of the most influential 
information source that facilitates consumer purchase decisions (Litvin, Goldsmith, & Pan, 
2008). According to Nielson Australian Online Consumer Report 2011-2012, 71 percent of 
Australian online community members read consumer feedback about products before 
making purchases (DigitalMarketingLab, 2012). A key source of such information is online 
forums where consumers engage in e-WOM by interacting and sharing product information 
and tips (Yap, Soetarto, & Sweeney, 2013). When consumers post or reply messages into 
different topics “threads”, this provides a written record of e-WOM (Granitz & Ward, 
1996).  
Motivations driving e-WOM can be seen in two types of online forums: online 
communities of practice (OCP) and online communities of interest (OCI). Members in OCP, 
such as software development, tend to place value on the capacity to acquire and apply 
knowledge instead of assessing social tie building (Hall & Graham, 2004). Thus, most 
research has investigated motivations for knowledge exchange in these communities where 
e-WOM motivations has been found to link with self-development (e.g., Oreg & Nov, 2008; 
von Hippel & von Krogh, 2003; Zhao & Deek, 2004) and reputation enhancement (e.g., 
Chiu, Wang, Shih, & Fan, 2011; Jeon, Kim, & Koh, 2011). On the other hand, members in 
OCI mutually regularly discuss their common interests or hobbies (Pitta & Fowler, 2005), 
such as beauty products (Hung, Li, & Tse, 2011). According to resource exchange theory, 
members exchange three types of resources in these communities (Chan & Li, 2010): for 
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example, sharing information or knowledge, enjoyment, and social bonds relevant to the 
products (Bickart & Schindler, 2001; Chan & Li, 2010). Past studies have highlighted 
motivations for knowledge exchange related to products, such as cars (Ma & Agarwal, 2007), 
beauty products (Hung & Li, 2007), and suggest that perceived identity verification (Ma & 
Agarwal, 2007), reputation, and instrumental (Hung & Li, 2007) incentives motivated 
members to exchange knowledge. However, research indicates that members’ engagement in 
sharing highly-valued information or knowledge accounts for only 10 percent of social 
network growth (Dwyer, 2007). Considering e-WOM has become an important information 
source and therefore an influence in the consumer decision making process more exploration 
is needed. That is, to date, essential research regarding what motivates members to spread 
eWOM via enjoyment exchange and social bonding has been limited. Yeh and Choi (2011) 
suggest that the structure of social network via weak and strong ties that influence 
consumers’ eWOM behaviour should be examined. Hence, this study attempts to bridge the 
research gap by investigating eWOM motivations via weak ties or enjoyment exchange and 
strong ties or social bonding in these communities. 
This study aims to address this research question “What motivates members to spread 
eWOM messages via weak and strong ties in an online community of interest?”. Social 
capital theory is applied to develop the research model and help researchers understand why 
members generate eWOM. This study posits that extrinsic motivation or problem-solving 
support is an initial driver of eWOM. Members are also stimulated by intrinsic motivation 
(relaxation), which results in the creation of these two social ties. Further, we suggest that 
there is a relationship between enjoyment exchange and social bonding.  
The study makes a number of contributions. Firstly, this study highlights the social 
aspects of eWOM. The study offers a first attempt to understand the role of both extrinsic and 
intrinsic motivations in explaining eWOM via weak and strong ties. Second, this study 
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provides theoretical insight into the two dimensions of relational capital within online 
communities of interest, a growing marketing communications space. The study highlights 
that members may be separating weak ties from strong ties based on the level of their 
perceived homophily. Finally, this study has managerial contributions. In order to expand a 
social network in an OCI, marketing managers should capitalise on the insight of consumers’ 
motivational behaviour. For instance, managers should create problem-solving support 
environments so as to promote eWOM, which will lead to greater exchange and social 
bonding within the online community.  
The remainder of this study is organised as follows. The next section reviews prior 
literature on social capital and eWOM motivations in online communities, followed by the 
research model and hypotheses. The research method and the results of the empirical tests are 
given in the third section. The last section discusses the findings, draws some implications for 
research and practice, and presents the limitations and future research directions. 
2. Literature review  
2.1. Importance of eWOM  
With the advancement in computer-mediated communication, consumer-generated 
websites have been increasingly used by consumers in order to share information and 
experiences about products and services (Dellarocas, 2003). Online communities enable 
consumers to build social ties with like-minded people (Hung & Li, 2007). Friends and 
acquaintances, whom consumers interact with in online communities, play an important role 
in providing advice regarding products and brand choices (Thorson & Rodgers, 2006). 
Hence, consumers consider eWOM from personal connections in online communities as a 
more trustworthy source of consumer information than marketing information generated 
through mass media (Pan, MacLaurin, & Crotts, 2007). 
2.2. Online forums as eWOM channels  
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Kozinets (1999) defined online or virtual communities of consumption as a particular 
subgroup of online communities, and people within this group share mutual interests in 
exchanging information and have social interactions about consumption-related activities. 
This study focuses on online forums in the form of OCI for the following reasons. First, they 
are perhaps the online locations most directly relating to consumption activities, which can 
increase consumer awareness of product benefits (Bickart & Schindler, 2001; De Bruyn & 
Lilien, 2008), and potentially influence consumer purchase decisions (Schindler & Bickart, 
2005). Further, a high level of interaction and involvement, and a feeling of being more a 
member than a mere participant, are apparent in these communities (Bronner & Hoog, 2011). 
Hence, OCI serves as a dynamic, engaging, and social interactive venue for eWOM (Hung & 
Li, 2007). 
2.3. An online beauty forum as the research context (Y. Wang & D.R. Fesenmaier, 2004) 
Among several types of OCI, an online beauty forum is considered a proper research 
context. This forum is mostly used by female consumers since it offers them to generate 
eWOM by discussing beauty matters (Beautyheaven, 2011), such as sharing beauty tips 
(Hung & Li, 2007), intense life experiences (Pitta & Fowler, 2005), and funny stories and 
photos of beauty product use (Schindler & Bickart, 2005). As women are more likely than 
men to be connected with each other and like to talk about their experience with brands and 
products (Wang & Fesenmaier, 2004), female consumers tend to build weak and strong ties 
with like-minded people in online beauty forums (Hung & Li, 2007).  
2.4. Importance of eWOM via weak and strong ties  
OCI enables members to generate eWOM via weak and strong ties (Hung & Li, 
2007). Members often create weak ties with diverse individuals by discussing topics for 
enjoyable or entertainment purposes (Williams, 2006; Xie, 2008a). In the case of an online 
beauty forum, members who are interested in beauty topics spread eWOM via weak ties by 
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sharing their extreme viewpoints, and humorous stories related to products (Bickart & 
Schindler, 2001), such as fun wig experiences with different looks without hair damage 
(Beautyheaven, 2011). Members can both entertain and educate others since readers can 
perceive the advantages of using such products when they find that posters’ stories are fun 
(Bickart & Schindler, 2001; Pagani & Mirabello, 2011). On the other hand, members of an 
online beauty forum generate eWOM via strong ties by talking about personal matters 
happening in their daily lives, such as their beauty dilemma (e.g., fine lines and wrinkles) 
(Beautyheaven, 2011). Members may find solutions from the experiences of others, which 
can lead members to strengthen social ties with others (Pitta & Fowler, 2005). Members who 
share their product stories with others are considered as promoters of products since online 
peer-to-peer communications can increase the awareness of the potential benefits of products 
(De Bruyn & Lilien, 2008).  
2.5. Social capital in online communities 
Social capital theory serves as a basis for understanding members’ eWOM 
motivations via social ties in online communities. Social capital is defined as a set of existing 
and potential resources accessed through, and gained from the interconnected system of 
relationships owned by a person or a group of people  (Nahapiet & Ghoshal, 1998). This 
study considers social capital as a private good (a resource for the benefits of an individual 
(Kostova & Roth, 2003) since members are motivated to participate in online communities so 
as to acquire some forms of personal value (Balasubramanian & Mahajan, 2001; Hennig-
Thurau et al., 2004). Two broad dimensions of social capital, knowledge capital and 
relational capital, are developed in online communities since members expect to receive 
private returns from the social investments, such as instrumental benefits (e.g., improving 
skills) and expressive benefits (e.g., gaining social support) (Mathwick, Wiertz, & Ruyter, 
2008). Although prior research attempts to identify what value members expect to gain from 
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knowledge capital investment in OCI (Hung & Li, 2007; Ma & Agarwal, 2007), the 
understanding of why members form weak and strong ties in this type of online community 
seems, by and large, to be missing. The fundamental insight is that in order to understand 
member motivations for social interactive engagement related to products, researchers need 
to understand different dimensions of social ties built in the community. 
2.6. Dimensions of social ties in online communities 
Although some researchers suggest that social ties are developed over time to form a 
continuum levels of intimacy (Adams & Blieszner, 1989), more often social ties are 
addressed in the literature as composed of two forms: companionship and confidant 
relationship (Rawlins, 1995). Companionship is related to inclusive social interactions with 
various individuals, limited emotional attachment, general socialising (Rawlins, 1992, 1995), 
and the communication of enjoyable or entertainment topics (Xie, 2008a). In comparison, 
confidant relationship is associated with exclusive social interactions with particular 
individuals, strong emotional attachment, caring, and the communication of personal topics 
(Rawlins, 1992, 1995). Xie (2008b) indicates that these companionship and confidant 
relationships are like weak and strong ties as typically defined by Granovetter (1973) and 
bridging and bonding social capital as developed by Putnam (2000). Research supports that 
the dichotomous modes of social ties exist in online social networks (Xie, 2008b). Thus, this 
study regards companionship and confidant relationship as weak ties (i.e., enjoyment 
exchange) and strong ties (i.e., social bonding) and attempts to seek motivating factors behind 
eWOM behaviours via these two social ties.  
2.7. Extrinsic and intrinsic motivations 
  Motivation causes consumers to display their behaviours (Deci & Ryan, 1987) and 
two broad categories of motivations are extrinsic and intrinsic motivations (Vallerand, 2000). 
Extrinsic motivation is driven by external benefits and arises from outside an individual, such 
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as gaining social support from others (Lin, 2007). On the other hand, intrinsic motivation is 
evoked by internal rewards and originates inside of an individual, such as relaxation (Kozak, 
2002). This study defines problem-solving support motivation as the degree to which a 
person expects to find someone to help solve problems (Mathwick et al., 2008). Relaxation 
motivation is defined as the degree to which a person expects to have a break and be free 
from tension and responsibilities (Leung, 2001). These two motivations trigger eWOM 
behaviours (enjoyment exchange and social bonding). Enjoyment exchange is defined as the 
degree to which a person has flow or intrinsically enjoyable experiences by sharing fun 
product stories (Novak, Hoffman, & Duhachek, 2003). Social bonding is defined as the 
degree to which a person creates the strength of social ties by interacting with others about 
products (Chan & Li, 2010).  
2.7.1. Problem-solving support motivation 
A significant nature of an online community of consumption is that its social 
interactions glue members together and motivate them to help each other to solve their 
consumption-related problems (Kozinets, 1999). Social capital is regulated by the norm of 
reciprocity, which is the norm of collaboration, cooperation, and willingness of people to 
provide resources when others need them (Rheingold, 1993). The norm of reciprocity 
encourages individuals to work together, understand, and empathise rather than consider 
others as strangers, rivals, or potential opponents (Newton, 1997). Individuals expect that 
they will be repaid in the future when they form social ties with others (Onyx & Bullen, 
2000). Thus, online community members can receive a broad range of support from others in 
return for the development of social ties, such as emotional or problem-solving support 
(Wellman & Gulia, 1999).  
The development of weak and strong ties offers social support value to online 
community members (Mathwick et al., 2008). Regarding the development of weak ties, 
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Jairam and Kahl Jr (2012) found that individuals gain social support from their group 
members when they participate in social interactive enjoyable activities. Further, Ellison, 
Steinfield, and Lampe (2007) indicate that members gain informational support from a wide 
range of individuals when they build weak ties in online social networking sites, such as 
Facebook. Hence, members of an OCI are motivated to create weak ties by sharing their 
enjoyable product stories since they expect to gain problem-solving support from others. 
Thus, it is hypothesised that 
Hypothesis 1. Problem-solving support motivation is positively related to enjoyment 
exchange in an OCI. (Youcheng Wang & Daniel R. Fesenmaier, 2004) 
Research indicates that strong ties facilitate helping bahaviours in an OCI (Chan & Li, 
2010). The more members share their personal information or experiences in online 
communities, the stronger the social ties, which in turn become an important source of social 
support (Ko & Kuo, 2009). Thus, members are driven to form strong ties by sharing their 
personal experiences with products since they could draw on resources from others in the 
form of providing problem-solving support. Therefore, it is hypothesised that 
Hypothesis 2. Problem-solving support motivation is positively related to social bonding in 
an OCI. 
2.7.2. Relaxation motivation 
Individuals expect to gain relaxation value from the formation of social ties in online 
communities (Scott & Johnson, 2005). People multitask having limited time for face-to-face 
social interactions, which can lead to a decline in relational capital (Putnam, 2000). The 
Internet allows people with similar interests to socially interact and cultivate social capital in 
online communities regardless of space and time (Wellman, Quan-Haase, Witte, & Hampton, 
2001). Research highlights that the use of online social networking sites, such as Facebook, 
enables members to gain relaxation value in terms of decreasing time pressure, when they 
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accumulate and maintain relational capital (both strong ties and weak ties) in this online 
community (Antoci, Sabatini, & Sodini, 2012). The findings of prior research in online social 
networking sites provide insights into the effect of relaxation motivation on the formation of 
relation capital in the context of an OCI. This is because enjoyment exchange and social 
bonding can provide intrinsic value for members (Wang, Chung, Park, McLaughlin, & Fulk, 
2011). Research shows that members who desire to escape problems and reality tend to 
frequently chat online with a wide range of people (e.g., classmates, ordinary friends, and 
cyber friends) (Leung, 2001). Thus, relaxation motivation stimulates members of an OCI to 
create weak ties with others by exchanging enjoyable stories related to products. Thus, it is 
hypothesised that 
Hypothesis 3. Relaxation motivation is positively related to enjoyment exchange in an OCI. 
Prior studies highlight that a relaxation incentive drives members to create strong ties 
in online communities (Dholakia, Bagozzi, & Pearo, 2004; Tonteri, Kosonen, Ellonen, & 
Tarkiainen, 2011). Dholakia et al. (2004) found that online community members are highly 
motivated to relax with small group members who have strong social ties. In addition, Tonteri 
et al. (2011) indicate that a relaxation incentive leads members to read and post messages, 
which in turn create a sense of belonging to their online communities. Thereby, members of 
an OCI expect to gain relaxation value from the formation of strong ties by sharing their 
personal experiences with products. Therefore, it is hypothesised that 
Hypothesis 4. Relaxation motivation is positively related to social bonding in an OCI. 
Research provides evidence that extrinsic motivation is associated with intrinsic 
motivation (Lee, Cheung, & Chen, 2005). In this study, the effect of problem-solving support 
on relaxation is expected to be positive. According to social capital theory, when members 
share their personal feelings or experiences with others in online communities, members form 
higher relation capital and receive greater social support, which in turn can make them 
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relaxed and satisfied with their social contact (Ko & Kuo, 2009). In the context of an OCI, 
when members build social ties by sharing their personal experiences with products, they will 
have higher expectation of gaining problem-solving support, which in turn can enable them to 
gain relaxation value. Thus, it is hypothesised that  
Hypothesis 5. Problem-solving support motivation is positively related to relaxation 
motivation in an OCI. 
Granovetter (1973) asserts that the accumulation of weak ties helps encourage a 
community’s cohesiveness. Further, prior research by Stockdale (2008) supports that when 
members share their enjoyable stories with others, this leads them to build stronger social ties 
and friendships. Thus, it can be argued that the use of online communities potentially enables 
members to develop weak ties into strong ties. Although there is evidence that members build 
weak and strong ties in online social networking sites, such as Facebook (Antoci et al., 2012; 
Ellison et al., 2007), it is still unclear whether weak ties are associated with strong ties.  
Previous studies highlight that enjoyment interactions affect the strength of social ties 
in online communities (Koh & Kim, 2003; Li, Chau, & Lou, 2005). Li et al. (2005) indicates 
that members enjoy using online chatting since it can help them build and maintain 
friendships. Further, Koh and Kim (2003) identify that enjoyable interactions enable 
members to have a sense of belonging to their online communities. In the context of an OCI, 
members can discuss their mutual topics of interest with others (for example, beauty topics in 
this study), which results in the creation of social ties. When members create weak ties by 
sharing enjoyable product stories with various members, they are likely to feel closer and 
strengthen social ties with particular members. Thus, it is hypothesised that  
Hypothesis 6. Enjoyment exchange is positively related to social bonding in an OCI. 
The proposed relationships are summarised in the research model, as seen in Figure 1. 
This study argues that extrinsic motivation (problem-solving support) is the most 
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fundamental motivation for members to generate eWOM messages via weak and strong ties 
(enjoyment exchange and social bonding), which results in intrinsic motivation (relaxation). 
The latter is another essential motivation related to eWOM since social interactive 
engagement brings positive emotional experiences. Further, it argues that weak ties are 
developed into strong ties. This is because online communities allow consumers to discuss 
their common topics of interest and frequent interactions can turn weak ties into strong ties.  
Insert Figure 1 here 
3. Methodology 
3.1. Data collection 
An online survey was conducted since it allowed the researchers to reach members, 
who participated in a popular beauty forum in Australia; “beautyheaven” (Beautyheaven, 
2011). Beauty forums serve as the important research context because online advertising 
spending in Australia in a health/beauty/pharmaceutical industry sector reaches $8.4 million 
in 2012 and continues to increase with a 37 percent growth, according to the report by 
Interactive Advertising Bureau (Power Retail, 2012). Further, there is continued growth in 
the trend of Australian women turning to online beauty resources (e.g., forums) to gain useful 
product information from other consumers (SheSpot, 2011).  
The website manager provided permission to conduct the survey. The invitation to fill 
in the survey with a link to the questionnaire appeared as a thread from the beautyheaven 
forum. The survey was available online for a month between 23 February and 23 March 
2012. As a token of appreciation for their participation, members were invited to enter a draw 
for one of eight AUD$25 awards. 
A total of 153 responses were received, of which six were dropped due to incomplete 
data. The final sample consisted of 147 usable cases. The majority of members were females 
(74.1 percent) who lived in Australia (84.4 percent). In addition, most respondents were full 
13 
 
time workers (40.8 percent) and students (29.3 percent) with a high level of education (84.3 
percent) and relatively low income (68.7 percent). Further, most of them posted or replied on 
threads up to two times a week (44.5 percent) and two to four times a week (29.5 percent), 
and were members up to six months (63.2 percent). 
3.2. Measures 
The research model includes four constructs: enjoyment exchange, social bonding, 
problem-solving support, and relaxation. The measurement items for each construct were 
developed by adapting existing scales from the literature. Seven-point Likert scales from 1 
(strongly disagee) to 7 (strongly agree) were used for all measures.  
Social ties related to products consist of two dimensions: enjoyment exchange and social 
bonding. Members were asked about their social ties built within forums. Measurement items for 
enjoyment exchange were adapted from Koufaris (2002), Leung (2001), and Leung and Wei 
(1998). Measurement items for social bonding were adapted from Chan and Li (2010),  Chiu, 
Hsu, and Wang (2006) and Koh and Kim (2003). 
eWOM motivations include two dimensions: problem-solving support and relaxation. 
Members were asked why they establish two social ties within forums. The measurement items 
for problem-solving support were adapted from Frenzen and Davis (1990), Hennig-Thurau 
and Walsh (2003), Wasko and Faraj (2005), and Williams (2006). Measurement items for 
relaxation were adapted from Leung (2001) and Leung and Wei (2000). The list of items in 
each construct is shown in Table 1. 
Insert Table 1 here 
3.3. Scale validation: The measurement model 
Firstly, exploratory factor analysis (EFA) was conducted to assess the dimensionality 
and reliability of the measurement model (Casaló, Flavián, & Guinalíu, 2010) as shown in 
Table 1. Principle component analysis (PCA) was performed to decrease data with a large 
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number of interrelated variables into smaller factors (Becton & Graetz, 2001) and to evaluate 
the degree of the independence of the identified factors (Hennig-Thurau & Walsh, 2003). 
Further, an oblimin rotation method was used since there may be correlations between factors 
(Chakraborty, Srivastava, & Marshall, 2007; Ferguson & Perse, 2000). Judging from factor 
loadings, the number of four extracted factors was as expected and the factor score loadings 
were greater than 0.50. One item was deleted since it failed to be firmly governed by its 
corresponding factor (sb5, communality < 0.50) (Hair, Black, Babin, & Anderson, 2010). The 
EFA analysis also resulted in the removal of five indicators from the four constructs for the 
purpose of purification, as seen in Table 1. The Cronbach (1951)’s alpha values were above 
0.70. Therefore, the validity and reliability of the measurement items are preliminarily 
secured and thus appropriate for the further conduction of the structural equation modeling 
(SEM) method.  
SEM was conducted to simultaneously test the measurement and structural model of 
the proposed theoretical relationships (Hair et al., 2010). The full model simultaneously 
incorporating the measurement and structural model is specified to test the fitness of the 
interrelationships among constructs as well as the validity and reliability of each construct 
(Yang, Watkins, & Marsick, 2004). The proposed model yields fit indices of CMIN/DF = 
1.694, RMSEA = 0.069, GFI = 0.85, CFI = 0.941, TLI = 0.931, SRMR = 0.059, and p = 
0.000. The GFI (0.85) and p-value (0.000) are not close to cutoff values for fit indices (GFI > 
0.90 and p > 0.05). Further, a final model was tested which eliminated the direct relationship 
between enjoyment exchange and social bonding. This final model was found to have a better 
fit with the data and indices were stronger (CMIN/DF = 1.190, RMSEA = 0.036, GFI = 
0.925, CFI = 0.988, TLI = 0.985, SRMR = 0.044, and p = 0.13), as shown in Table 2. 
Insert Table 2 here 
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  Confirmatory factor analysis was conducted to assess the scale validation of the 
measurement model. All composite reliability (CR) estimates were above 0.70, which was 
the cutoff value (Fornell & Larcker, 1981). Convergent validity was assessed by average 
variance explained (AVE) and factor loadings. AVE values exceeded the recommended value 
of 0.50 (Hair et al., 2010). All factor loadings were all above the desires threshold of 0.70 
(Fornell & Larcker, 1981), except for one factor in relaxation (rl5) that was close to 0.70. 
Thus, sufficient convergent validity was met in this study. The results of the composite 
reliability and convergent validity are reported in Table 3. 
Insert Table 3 here 
Discriminant validity was assessed by the AVE values for any two constructs of the 
model, which should be greater than the squared inter-factor correlations (Fornell & Larcker, 
1981). All AVE values were greater than the squared values of the intercorrelations among 
constructs, as shown in Table 4. This showed satisfactory discriminant validity. 
Insert Table 4 here 
3.4. Structural equation model 
The model was tested with the maximum likelihood method of parameter estimation 
and the covariance matrix was used as input, as seen in Figure 2. All the path are positively 
significant except the path between enjoyment exchange and social bonding. The 
relationships among constructs are interpreted below. 
Insert Figure 2 here 
The results of hypothesis testing are shown in Table 5. First, problem-solving support 
has a significant direct effect on enjoyment exchange and social bonding. Thus, H1 and H2 
are supported (β = 0.27, p < 0.01and β = 0.47, p < 0.001). Second, with regard to the indirect 
effects of relaxation, this study examines the influence of problem-solving support on 
relaxation (H3) and the influence of relaxation on enjoyment exchange and social bonding 
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(H4 and H5). All the path coefficients are significant and positive, which indicates that all 
three hypotheses are supported (β = 0.36, p < 0.001, β = 0.53, p < 0.001, and β = 0.35, p < 
0.01, respectively). Finally, this study examines the effect of enjoyment exchange on social 
bonding and the findings indicate that enjoyment exchange is not significantly related to 
social bonding. Thus, H6 is not supported (β = -0.12, ns).  
Insert Table 5 here 
4. Discussion 
Firstly, prior research highlights that the expectation of gaining problem-solving 
support which motivates members to contribute to online communities (Wang & Fesenmaier 
2004), formulate relational capital (weak and strong ties), and facilitate social support in 
online communities (Ellison et al., 2007; Ellison, Steinfield, & Lampe, 2011; Williams, 
2006). The results of this present study support the previous studies that members consider 
problem-solving support as extrinsic motivation that is worth the cultivation of weak 
(enjoyment exchange) and strong (social bonding) ties within an OCI. However, currently the 
literature fails to give adequate specific detail about the motives and social ties in this new 
environment.  
Despite the social support provided by family and friends, individuals seek other 
sources of social support outside of their existing network (e.g., online communities). This is 
because family and friends may be less supportive than online community members who are 
more knowledgeable in particular areas of consumption interests. Members can instantly 
connect with like-minded consumers online, and thus receive two important types of social 
support such as informational and emotional support as suggested by Liang, Ho, Li and 
Turban (2011). The results reveal that the effect of problem-solving support motivation on 
eWOM behaviour is significantly higher for strong ties (social bonding) than for weak ties 
(enjoyment exchange). Putnam (2000) argues that individuals have little chance of gaining 
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emotional support from diverse people with weak ties. Hence, this indicates that the quality 
of social ties affects the types of social support that members gain. This is reasonable 
proposition as members place more importance on generating eWOM via strong ties to 
ensure that they can gain not only informational but also emotional support from their close 
friends in the community. (Youcheng Wang & Daniel R. Fesenmaier, 2004) 
Secondly, this study shows the effect of extrinsic motivation (problem-solving 
support) on intrinsic motivation (relaxation). Previous research asserts that having people in 
online communities who can give social support in difficult times enables members to 
minimise stress and relax (Savolainen, 2010). That is, the higher members’ expectations of 
gaining problem-solving support from others, the more members desire to reduce tension and 
relax. In addition, prior studies indicate that a desire for relaxation leads members to form 
social ties with others (Antoci et al., 2012; Scott & Johnson, 2005; Tonteri et al., 2011). The 
findings show that the effect of relaxation motivation on eWOM behaviour is significantly 
higher for weak ties (enjoyment exchange) than for strong ties (social bonding). This is 
logical because when members of an OCI engage in sharing fun experiences with products, 
having a sense of humor helps members release tension and makes them feel happier and 
more relaxed.  
Finally, prior research indicates that enjoyable interactions lead members to have a 
sense of belonging to their online communities (Koh & Kim, 2003). However, this study 
shows unexpected findings that enjoyment exchange does not affect social bonding. Koh and 
Kim (2003) argue that although social interactive enjoyment influences members’ sense of 
belonging to their online communities, offline activities play a more important role in 
enhancing the sense of online community. Xie (2008b) supports that members develop weak 
ties into strong ties when they have offline interactions. This indicates that the different 
communication channels that members use to socially interact with others affect the 
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development of weak ties (enjoyment exchange) into strong ties (social bonding). After face-
to-face meetings, the relationships are strengthened since members feel closer and share more 
personal experiences when they see each other again online (Sessions, 2010; Xie, 2008b). In 
this case, the samples in this study (beauty forum members) may form weak ties by talking 
about their enjoyable experiences through a single online channel. As a result, the level of 
weak ties remains the same in an OCI and may not be developed into strong ties due to the 
absence of offline interactions.  
5. Theoretical implications  
This study yields three theoretical contributions. Firstly, this study identifies extrinsic 
motivation in relation to the spread of eWOM via weak and strong ties within an OCI. A 
mere understanding of member motivations for building product knowledge capital as 
identified by previous studies (Hung & Li, 2007; Ma & Agarwal, 2007) is insufficient to 
extend an online social network. This study provides evidence that the expectation of gaining 
problem-solving support encourages members to enrich two dimensions of relational capital 
(enjoyment exchange and social bonding). This is because based on the nature of OCI, 
enjoyment exchange and social bonding relevant to products are two important social 
interactions (Chan & Li, 2010) that glue members together in the community (Shen, Huang, 
Chu, & Liao, 2010). Thus, the more social support members gain in return, the more a social 
network grows. Secondly, this study highlights the role of intrinsic motivation played in 
influencing members to spread eWOM via social ties. The inclusion of intrinsic motivation in 
the research model is important since positive feelings or emotions can stimulate a person’s 
action (Lee et al., 2005). In this research context, members are motivated to generate eWOM 
via social ties so as to earn the benefit in terms of relaxation. Thereby, this study assists 
researchers in understanding the role of both extrinsic and intrinsic motivations in explaining 
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eWOM behaviour via the stocks of relational capital in an OCI, which has not been 
considered in the prior literature.  
Thirdly, although this study shows that weak ties (enjoyment exchange) are not 
developed into strong ties (social bonding) within an OCI. These unexpected findings have 
theoretical value. This study helps researchers understand that two dimensions of relational 
capital are detached and provide distinctive benefits. Strong ties from social bonding enable 
members to feel closer to particular members, and thus commit to the community (Jang, 
Olfman, Ko, Koh, & Kim, 2008). However, the lack of weak ties from enjoyment exchange 
can make the online social network fragmented and incoherent since a group of members 
with strong ties may become isolated to the rest of the community. Enjoyment exchange 
allows members to connect with various members in a larger group, which can then help 
maintain current members and attract new members to participate in the community. Hence, 
enjoyment exchange and social bonding related to products are unique and equally important 
as each provides certain advantages to the community. 
6. Managerial implications 
The managerial implications are threefold. Firstly, the findings suggest that problem-
solving support is extrinsic motivation for eWOM via social ties within an OCI. Managers can 
capitalise on consumers’ motivational behaviour so as to increase online traffic and revenue 
(e.g., sponsorship and advertisements). The insight of problem-solving support motivation can 
be implemented into website interaction environments with consumers. Problem-solving 
support is a strong motive for social bonding. This insight could be used by managers to design 
incentive programs to reward members for providing their help to solve other members’ 
problems. These problem-solving environments would encourage members to enhance their 
strong ties with others who help solve problems. Secondly, Relaxation is strong intrinsic 
motivation for enjoyment exchange. Managers should create a forum that lets members share 
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their funny photos and stories related to product use. Once members perceive that such 
activities enable them to feel relaxed, this then motivates users to exchange enjoyable 
experiences.  
Finally, this study shows that weak ties (enjoyment exchange) are not developed into 
strong ties (social bonding) within an OCI. Managers must understand that enjoyment 
exchange and social bonding are independent and should place equal importance on each. 
Managers can develop eWOM activities to promote enjoyment exchange, perhaps by holding 
contests (e.g., funniest photos or stories related to product use) to help retain current members 
and attract new members to join the community. Further, managers should design incentive 
programs to reward members for frequently sharing their personal matters related to products 
as this facilitates stronger social ties within a group and encourage member commitment to 
the community.  
7. Limitations and future research(Kim, Lehto, & Morrison, 2007; Okazaki & Hirose, 2009) 
This study has some research limitations that merit future attention. Firstly, this study 
was conducted in an online beauty forum in Australia. Thus, future research should replicate 
this study in other nations to give the findings greater generalisability. Although, the results 
from the beauty care industry may not generalise to other industry sectors, the goal of this 
study is to use the beauty care industry as a context to highlight the significant influence of 
both extrinsic and intrinsic motivations on eWOM communication via social ties in the 
context of an OCI. Further, a web-based survey has its limitations in terms of self-selection 
and self-reporting (Bhatnagar & Ghose, 2004). Therefore, further studies should test the 
research model by employing different research methods to overcome these weaknesses. 
An extension of this study would be to investigate a wider range of motivations for 
forming social ties in an OCI to build further insights into this research area. This study 
constitutes a first step in highlighting both extrinsic and intrinsic motives behind consumers’ 
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eWOM behaviour through enjoyment exchange and social bonding within an OCI. Hence, 
future research should try to incorporate the direct and indirect effects of other potential 
motivations into the research model. For instance, prior research highlights that members are 
motivated to use OCI to gain confirmation after purchase (Schindler & Bickart, 2005). Thus, 
dissonance reduction after purchase may extrinsically drive members to create social ties in 
the community.  
Additionally, this study shows unexpected findings that enjoyment exchange does not 
lead members to build social bonds within an OCI. However, prior research provides 
evidence that members develop weak ties into strong ties when they have offline interactions 
(Xie, 2008b). Thus, further research should examine whether members use both online and 
offline communication channels to enable them to develop weak ties into strong ties as 
identified by previous research. 
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Table1 
PCFA results of the measurement model 
Factors 
(Cronbach’s 
alpha) 
Scale 
items 
Measured items References  Factor 
loading 
  I find having social interactions about beauty matters 
(e.g., my favorite products) makes me: 
  
Social 
bonding 
(0.89) 
 
sb1  
sb2  
sb3 
sb4 
sb5 
have close social relationships with other members. 
know more friends within the forum. 
feel as if some members are my close friends. 
maintain close social relationships with some members. 
feel that my participation is important to other 
members. 
Chan and Li 
(2010); Chiu 
et al. (2006); 
Koh and Kim 
(2003) 
 
 0.87 
0.86 
0.84 
0.84 
Dropped
 a
 
  I find sharing fun experiences with products (e.g., my 
first memory of make-up): 
  
Enjoyment 
exchange 
(0.90) 
en1  
en2  
en3  
en4  
en5 
is enjoyable. 
is interesting. 
is exciting. 
is entertaining. 
lets me have a good time. 
Koufaris 
(2002); Leung 
(2001); Leung 
and Wei 
(1998)  
 
0.91 
0.81 
0.81 
0.73 
0.77 
Problem 
solving 
support 
(0.86) 
ps1  
 
ps2  
 
ps3  
 
ps4 
 
ps5 
other members would help me if I had a similar 
problem. 
there are several members I trust to help solve my 
problems. 
other members would give advice to help solve my 
problems. 
there are members I can turn to for advice about the 
right solutions for me. 
I could find other members to help solve my problems 
when I need it. 
Frenzen and 
Davis  (1990), 
Hennig-
Thurau and 
Walsh  (2003), 
Wasko and 
Faraj  (2005), 
Williams 
(2006) 
 
0.70 
 
0.69 
 
0.84 
 
0.74 
 
0.82 
 
Relaxation 
(0.89) 
rl1 
rl2  
rl3  
rl4 
 rl5 
it is a pleasant break from my day. 
it relaxes me. 
it helps me feel less tense. 
it relieves boredom. 
it allows me to get away from pressures and 
responsibilities. 
Leung  (2001); 
Leung and 
Wei (2000)  
 
 
0.80 
0.78 
0.71 
0.81 
0.81 
 
Note: a Item failed to be firmly governed by corresponding factor (communality < 0.5) 
 
 
Table 2 
Overall model fit indices of the path model 
Model fit indices Score Recommended value 
χ2 85.66  
p-value 0.13 > 0.05 
Degrees of freedom 72  
χ2/Degrees of freedom 1.190 < 3 
Goodness-of-fit index (GFI) 0.925 > 0.90 
28 
 
Comparative fit index (CFI) 0.988 > 0.92 
Tucker-Lewis coefficient (TLI) 0.985 > 0.92 
Root mean square error of approximation (RMSEA) 0.036 < 0.10 
 Standardised root mean square residual (SRMR) 0.044 < 0.10 
Note: Criteria for model fit indicators are recommended by Byrne (1994); Hu & Bentler (1999); Kline (2005); Hair et al. (2010) 
 
Table 3 
CFA results for testing convergent validity                                                                                        
Factors 
 
Scale 
items 
Factor 1 Factor 2 Factor 3 Factor 4 CR AVE 
Factor 1:Social bonding sb1 
sb2 
sb3  
sb4 
0.77 
0.85 
0.88 
0.85 
   0.97 0.70 
Factor 2:Enjoyment 
exchange 
en2 
en4 
en5 
 0.77 
0.79 
0.84 
  0.97 0.64 
Factor 3: Problem-
solving support 
ps3 
ps4 
ps5 
  0.71 
0.79 
0.78 
 0.95 0.57 
Factor 4: Relaxation rl1 
rl2 
rl3 
rl5 
   0.74 
0.94 
0.87 
0.68 
0.97 0.66 
Note: CR = composite reliability; AVE = average variance explained 
 
 
Table 4 
CFA results for testing discriminant validity 
                                                                            Correlations of factors 
Factors AVE Factor 1 Factor  2 Factor 3 Factor 4 
Factor 1: Social bonding 0.70 1.00 0.06 0.26 0.15 
Factor 2: Enjoyment exchange 0.64 0.24** 1.00 0.09 0.30 
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Factor 3: Problem-solving support           0.57 0.51*** 0.30*** 1.00 0.08 
Factor 4: Relaxation   0.66 0.39*** 0.38*** 0.28*** 1.00 
Significance level: ** p<0.01, *** p<0.001                                                                                                                                                                       
Note: Values below the diagonal are correlation estimates among constructs, diagonal elements are construct variances, and values above 
the diagonal are squared correlations. 
AVE = average variance explained 
 
 
 
Figure 2. SEM results 
 
Note: Thin lines represent path coefficients found in the path model while dotted lines represent statistically non significant path. 
 
 
 
 
 
 
 
Table 5 
Results of the path model 
H Path Estimate CR P Test results 
H1 Problem-solving support         Enjoyment exchange    0.247 2.853 ** Supported 
H2 Problem-solving support         Social bonding 0.510 4.346 *** Supported 
H3 Problem-solving support         Relaxation           0.320  3.606  ***
 
Supported 
H4 Relaxation           Enjoyment exchange 0.549 5.285 *** Supported 
30 
 
H5 Relaxation           Social bonding 0.431 3.143 ** Supported 
H6 Enjoyment exchange          Social bonding -0.137 -0.986 
a
 Not supported 
Significance level: ** p<0.01, *** p<0.001 
a indicates that correlation is non-significant.
. 
 
